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BENSON & HEDGES SPENDS MORE GREEN ON BLUES 

Philip Morris U.S.A. has shortened the size of Benson & 
Hedges cigarettes but lengthened the brand’s commitment 
to the blues (July 24, 1989). 

To support the introduction of Benson & Hedges 
Special Kings, an 85-millimeter line extension of the 100- 
millimeter brand. PM is rolling out a revamped and 
expanded blues program next week. Benson & Hedges 
Blues and Rhythm , an estimated low-seven-figure. 12-city 
club and concert series, includes Latino and mainstream 
African-American acts, as well as "blues-inspired” rock 
and jazz groups. 

In another change, the brand-not the department of 
minority business development-is funding the Five-week 
series. "Blues audiences are predominantly white.” said 
Sheila Banks-McKenzie, PM’s director, media affairs. 
"It’s anybody’s guess who'll come to these shows. You 
can’t compartmentalize any more." 

Adding performers such as Eddie Palmieri, Freddie 
Jackson and the Fabulous Thunderbirds will help the five- 
year-old series reach a broad ethnic mix. said John 
Schreiber, president of series producer Festival Produc¬ 
tions. Inc. (Oct. 21, 1991). 

The series, which hits twice as many cities as last year's 
Benson & Hedges Blues program, brings rare pairings of 
live music to 84 clubs. Club dates, which run a month in 
most cities, will culminate with headliner concerts in 
Atlanta, Chicago, Cincinnati, Detroit and New York City. 

In New York City, the brand will host parties for select 
subscribers to Details, GQ, Interview, MAS, Spy and 
Ebony. 

Other support includes local print ads, p-o-p and 
signage. 

The brand will contribute SI from each headliner 
concert ticket sold to Hurricane Andrew relief efforts and 
S 1,000 to homeless organizations in five club-date 
markets. 

Gigi Vera, manager, community marketing, is imple¬ 
menting the tie: Ellen Merlo, vice president, marketing 
services, signed off. 

With '91 sales of its 100-millimeter brand off 11 
percent, PM budgeted a reported S20 million to $25 
million for advertising of Special Kings for the rest of 
1992. 

Benson & Hedges ranks eighth in U.S. cigarette sales, 
with 3.2 percent of the S45-billion industry. 

Philip Morris U.S.A., Tel: 2121880-5000. 

Festival Productions, Inc., Tel: 2121971-0080. 


Source: https://www.industrydocuments.ucsf.edu/docs/zzpn0004 
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